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THE PROBLEM 
The problem to be solved in this thesis lies in the creation of 
a design for a national clearing-house of information in the public 
relations field . The over-all project of ·which this thesis is a part 
grows out of a long-range program of research now in embryo form at 
the Boston University School of Public Relations and CoWununications . 
A skeletal outline of the basic idea for the Public Relations 
Index was presented to the Director of the Division of Public Relations 
on August 1, 1949. 
Three months later, the design of the Public Relations Index 
became a proj ect of the Research Department of the School . It has · 
been under the supervision of Vj_rgil L. Rankin , Director of the 
Division of Public Relations . 
The initial design which follows does not purport to be final 
in any sense of the word. The evolution of a finished plan is of 
neces sity dependent upon many factors over which the School of Public 
Relations exercizes no control. 
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THE NEED 
By 8ll odds, the mid-century should be the golden age of under-
standing for business . Never before has the businessman spent so 
much time in tryi ng to communicate with others, and never before has 
I 
he had so much paraphenalia with Vl'hich to do it. ) Tb e apparatus is 
prodigious: 1,600 business periodicals, 577 commercial and financial 
digests, 500 business books a year, over 200 polling agencies and 
market research firms, 500 publi c r e l ations couns elors and 4,000 
corporate public relations departments, 10,000 anhual business 
conventi ons -- and dictaphones, public address systems, documentary 
films and comic books. 
There is hardly a minute of his day when the businessman is not 
using this vast apparatus to talk to someone -- the consumer, the 
government, the trade, the public, the community, the vmrker (just in 
group meetings vrith his subordinates, it is estimated, he spends a 
quarter of his ·work week.) After hours, he is likely still to be at 
it -- on Chamber of Commerce work, getting in extra business re ading , 
l istening to another busine s sman's spee ch, or giving one himself. 
But the businessman does not have a monopoly on mass 
communica t ions, nor on wh<'!.t we call "public relations. 11 Indeed, 
the new science, if so it may be called, is all around us. The 
need for it extends even i nto areas where t he words "public r e lations" 
· "'.._· , 
have never been whispered. .1\nd events on the international· scenet.> 
'I ... , 
indicate t hat if the midcentury should be the gol den a[;e of understanding 
for business, then certainly it mus t be the s ame for all nations and 
peoples , elsA we shall all perish. 
Business has formed its Public RelaUons Society of America; now 
Bernard Baruch sounds the need for "a new and powerful Federal organism 
to direct ••• • all forms of psychological ·warfare, 111 an agency of powers 
suffi ciently specialized end of sta tus so high as to report only to the 
President . 
To most of us, the news is wonderful . To some , it presents a be-
·wildering problem. For vii th all the businessman 1 s new preoccupation vvi th 
communications, for all the millions of dollars he has invested in the 
services of • expert" public relations and communications specialists, 
more and more as he looks about him the businessman is coming to wonder • 
••• Is anybody re ally listening? 
He writes an ad about his company's profits and if it 1 s simple he • s 
accused of talking down to people; if it isn 1 t he is accused of talking 
over their he ads . He spends thousands to find out i f people would vmn t 
his new product only to discover when he puts it on the market that t hey 
don 1 t want it after all. He goes all out on a community r elations effort 
and finds tl:at t he c or:Jmu..ni t;~r thinks a lot better of a firm that did 
nothing at all. The more he tries to cornrrn.micate with his employees , 
the more he comes to conclude t h at management and labor are two groups 
1 The New York Times , "Baruch Calls· For Propaganda", July 8, 
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separated by the same l anguage . 
The evidence is frighteningly strong that he is right . Despite all 
these tremendous efforts , the employees , surveys indicate, are as mis-
informed as ever . "The surprising part", s ays the Harvard Business 
Review after a long-term s t udy of the p roblem, "is that there seems to be 
no indication of progress at all. 11 2 
The assessment of total progress is not within the scope of this 
thesis ; a partial assessment, though , of the factors heedin e: pro r-:ress is 
the concern of everyone vii thin the public relations field. One of these 
factors - - probably t he most i mportant, and certainl y the most highly 
operati ve -- is Han : The Public Relations Hfan. 
He defies description. On his shoulders has been pl aced the m<mtle 
once worn by the medieval sooths ayer; to him has been charged the re -
sponsibility for reshaping industry ' s profile ; and to become One with him, 
so many say, we must enter the realm of Superman . "The ide al publ ic 
r e l ations man , " says a popular exponent of public relations, "is a kind 
of Superhuman being . I-le mus t be able to write like (revered author), 
think like (famous philosopher), have the insight and the ob;jecti vi ty of 
(great scientist) and the soul of (renovmed humanitarian). 
It is too much. It is too much to e_sk of one man, even of a public 
relati ons man. Yet still the need for such men -- or for the specia_lized 
2 Harvard Bus iness Review, January, 1950. 
5 
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services they render-- becomes more acute with each passing month . In 
the past two to five years, their functions h ave become increasingly 
specialized, and now the Public Relations I£an has delegate:l. sections of 
his services to other men: the larger public relations firms and corpor ate 
departments bristle vrith "experts" in r ese arch, media, com~···unications, 
analysis, etc. Still, vdthin each of these seemingly specialized areas, 
are even more specialized functions which require years of training to 
execute successfully. And, common to all the specialties within the 
one field of public rel;1 tions is a grov·ring inter-dependence -- a need 
for a more efficient integration of all the parts that together make 
up the whole. 
Unlike the physical scientist -- the physicists, chemists and 
en gineers -- or the doctors and educators, the public relat~_ons worker 
has had to be his ovm storehouse of information, and vvhatever the 
lmowledge at his comn and, whatever the degree of precision he could 
bring to his work, all of it he le C! rned the ''hard way" - through his 
ovm experience . No one will challeng~ :-: the virtue of indivi dual 
experience, but on a professional scale, it becomes not only cumbersome, 
but vastly i neff icient as well. 
Meam;hile , as specic:tlty grows out of specialty and as depa..rtJ11_entali-
zation of effort becomes more comrnon, the public relations field finds 
itself in the awkward position of being without a repository for its 
accumulated lmowledge. .Pnd, the need for integration of the growing 
b ody of knowledge becomes more acute as time goes by. 
Public relations, as a profession, has passed the stage of 
complete individuality of method and technique . At this point in time, 
significant trends and uniforrni ties are appar ent in the field. The task 
of tying them dovm to the characteristics of the context in 'Nhich they 
operate is the basic ftmction of the Public Relations Index. 
3 
The requirements were well stated by George Lundberg··- when 
he wrote: 
11The question as to what fields of human endeavor may 
properly be dignified by the name of science is still 
largely a matter of controversy and opinion • • • but 
whenever uniformities and s e quences can be demonstrated 
in any field, that field at oncA begins to come within 
the domain of Science ." 
It is this demonstration of " ••• uniformities and sequences" 
that the Public Rel ations Index is designed to accomplish. 
3 George Ltmdberg, Social Rese arch (New York, Charles Scribners 
Sons, 1935), p . 39 
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CHAPTEH TWO 
DESIGN 
8 
liffiTHODS 
T~e primary methods used in obtaining information for this thesis 
were: 
(1) Interviews with members of the public relations profession, 
including independent counselors, public r elations personnel in 
industry, and persons charged with the public relations ftmction in 
government. 
(2) Consul tation with the Di rector of the Division of Public 
Relations a'1d with the Ne"l'vsom Professor of Opinion Res earch. 
(3 ) Jnalyses of letters and re quests received by the Director 
of the Division from public relations workers throughout the cotmtry . 
(4) Interniews with representatives of : 
The Census Bureau 
Tbe Department of Labor 
.u Department of The Cormrerce 
THe Department of State 
Inte1~ational Business Machines Corporation 
The Shaw-Walker Office Equipment Company 
The Public Opinion Index for Industry 
The Public llelations Society of America 
I 
L 
PURPOSES 
The basic purposes of the Public Relations Index are: 
(1) To gather, process and analyze information about the 
distribution and administration of the public r elations function in 
the .American economy. 
(2) To distribute the results of analysis to the public 
relations profession and to the business, l abor , government and . 
other organized groups it serves. 
(3) To assess the major research needs of the profession 
and, where possible, to initiate public relations research in con-
junction vdth the research dep artments of Boston University and of 
other research institutions, colleges and foundations throughout the 
country. 
9 
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ULTD.!!ATE Fill~CTIONS 
The intent of the Index design vdll be fulfil l ed when it is 
possible to offer these s ervices to the publi c relations profession: 
A Unit Heport Service - through which public relations executives 
may obtain answers to qusstions relating to any phase or aspe.ct 
of the distribution and administration of the public relations 
flmction in the United States. Reports ~Qll be individually 
tailored to the needs of the inquiring subscriber, and made 
available to the profession on the h'asis of membership and 
p articipation in the Index operation. The content of Unit 
Reports will be dravm from analyses of data obtained by sampling 
vdthin each stratum of corporate , gr oup and agency public relations 
activity. 
A Summary lteport Service - Paralleling the reports of the Public 
Opinion Index for Industry in the public rel atiilms fieln, Index 
SUJTlii~ary reports ·will present research r esults on subject areas 
of inter8st to all practicing public relations personnel. Summary 
Reports will be distributed periodicall y to Index members as a 
second benefit of membership and participation. 
Coordination of Research - It will be the third major function 
of the Public Rel ations Index to assess the research needs of 
the field and, where possible, to initiate such r esearch. 
The Index will conduct surveys within the profession to define 
10 
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the research ne Rds of the fie ld and to rank them in preferential 
order. Concomitantly, surveys will be conducted aMong research 
foundations and universities throuGhout the cou11try in order to 
determine the nature and extent of current research applicable 
to the public relations field. 
The Index will thus serve as a clearing-house for needed 
information about research incident to 2nd B,llied with advances 
in public relations technology. Until an index of the social 
sciences is created, the Public Relati ons Index may serve as the 
one source from which public relations executives and scientific 
study directors may obtain information about the results of pa.st 
research, the status of current studies , and the need for added 
rese arch efforts as posed by workers at the action-level of public 
relations. 
To further specify the nature of Index reports • • • 
Unit Reports wil l be sent to nember-subscribers of the Index in 
answer to specific questions about the ftmctioning of public relations 
within given contexts. 
For example, an Index member -- a counsel in St. Louis finds 
a client company in need of a program of economic education . He turns 
to the Index for help. He asks for information about similar programs 
used in cornpani.es that are compd.rabl e to his client's. On a form 
provided by the Index, the St. Louis counsel describes his client's 
firm as: 
11 
• a heating equipment manufacturing company 
• under absentee ownership 
• located in a city of 250,000 
• employing 1400 
• working in groups of 10 to 15 men 
• supervised by 73 foremen 
• unionized under the CIO 
• together with other objective charact eristics 
Both independent counsel and the company's management feel that 
a program of basic economic education would aid i n dissolving many areas 
of mj_sunderstanding in the settlement of wage disputes, creation of 
pension sys tems and in the relations of the management with the rank 
and file workers of the plant. The client and the counsel seei 
information about the efforts others have made in economic education 
not only in this particular industry, but in others as well. 
After processing of the Question, the Index Uni t Report sent 
to the inquiring colmsel would include: 
• descriptions of the types of programs navY in use in 
companies wi t.~in the client 1 s industrial stratification 
• descriptions of the special adaptations necessary for 
imp lementing economic education in companies of this size 
• analyses of the specific objec tj_ves of each type of program 
• technique s used for preparing workers for institution of 
the program • 
• an abstract of the media techniques used to teach economics 
in an industrial setting 
• estimates of the cost of the program per vmrker 
• a list of sources for more de t ailed information 
• a summation of current research on eff ects of similar programs 
Index Summary Reports will be published and distributed 
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have as its subject a particulaJ.~ phase or aspect of public relations 
that serves as a common denominator to the over-all public relations 
effort, i.e. stockholder relations, stoclmolder reports, aspects of 
press relations, of supervisory practices in industry, etc. 
The reports wil l measure 8} by 11 inches, contain from 50 
to 75 pages , and they P12Y be set in varitype and printed by the off set 
process. The SUlllmary ri.ep orts should stress clarity of e;raphic pre-
sentation and simplicity of n arrative; they should be written for 
both public relations executives and those members of management 
with whom the public relations worker interacts. 
One of the first Index Summary Reports might describe the 
distribution of the public relations budget: 
• by industrial classj_fications 
• by professional classifications 
• in comparison with total administrative budgets 
• in comparison wi th advertising budgets 
• in terms of size (cap italization) of company 
• in t erms of program concentration 
• and with respect to public relations salaries 
Jmd, lmder the present system of Index coding , cross 
tabulations could be run to shovr trends, diff erences and sinilari ties 
on twenty or more major i terns in the public relations budget with 
which most public relations executives are concerned. 
13 
SPECIFI C FUNCTIONS 
The major f1mctions of the Public l:~elations Index, functions · 
which t he Index must perform in order to accomplish the services to 
the p rofession previously outlined, are twelve in number. Hot all 
of the specific functions which follovr can be exe cuted at the start; 
but as the Index operation grows to full cap acity, these are the 
areas into which Index flUlctions will divide: 
l) To draw a representative sample of busines s es, associa tions 
instituti ons and public relations units in the United States. 
2) To establish a system of coding whereby it vdll be possible 
to choos e automatically from the sample those public relations units 
having any combination of objective ch <>...racteristics by Yihich they 
may be identified for analysis. 
3) To obtain from each 1mit-respondent information about how it 
is organized to admi6istrate the public relations flmction. 
4) To obtain and analyze printed, filmed and recor ded matter 
used by e ach unit of the sample in progr amming for each of its 
recognized publics. 
5) To g ather and analyze public relat i ons media in terms of cost, 
purpose, production, effects -- cross indexed against a classification 
of public relations sub j ects, i.e. subjects used for systematizing the 
Index Summary Files. 
6) To obtain information about the use of opinion and att itude 
research and other f orms of social r e search in public r elations pr actice. 
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7) To obtain and analyze information about the continumng effort 
to educate the ceneral and business publics to the nature, purposP.s 
techniques and eff ects of the public r elations function . 
8) To classify end analyze information relative to the training 
of public relations personnel - in business, in ~overnment, in colleges 
and universities, and in politica~ parties. 
9) To vvrite and maintain case histories of public relations 
progrcms as implemented by individual businesses, associ ations, agencies 
and institutions. 
10) To determine the most pertinent r es earch needs of the profession 
as ga~ged by surveys of public relations practitioners . 
11) To establish a system of classification for public relations 
data, a system acceptable to the Amer ican Library Association and to 
the Library of Congress . 
12) To integrate the Graduate Thesis i rogram of the School of 
Public ltelations and Comxnunications with continulimg research either 
undertaken or sponsored by the Index. 
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REQUillEltf.ENTS OF THE PROl''ESSION 
The success of the Public lielations Index will be directly pro-
portional to the cooperation afforded by practicing members of the 
profession . 
Ultimate support of the Index must come from the public relations 
profession and from the other organized groups the Index might serve . 
The Index could thus be established on a membership-subscription basis, 
or it could be supported by those it serves on the basis of gre>.nts, 
-vd th no attempt made to assess each company or group for the services 
reneiered it . 
If the Index were establisl ed on a membership basis, membership 
should be open to individuals, cm pora tions , govern..ment agencies, private 
associations and institutions thrc ughout the country . Two classes of 
membership , I and II, might be es1 abl ished to diff erentiate be t ween 
members wh o contribute informatioJ to the Index stockpile and those 
who do not. 'fhe former rni r;ht the1 be credited for contributions of 
informations, s uch credits to be dharged against fees for subscriptions 
to Index reports . 
The basic requirements of the profession, in terms of actual 
cont ribution, would be that publ i c rel ations workers be willine; to 
transmit to the Index information about the public relati ons pro-
grams they implement . 
16 
CE APTER THREE 
OI-tGANI ZATION 
ORGANIZATION 
The Public Itelations Index could be organi 7,ed as a permanent 
research unit of the Boston University School of Public Relations and 
Communications . The advant ages of establishing the Index as a research 
unit within a University are several: the most important is that it ·would 
serve to remove any taint of cormnercialism from the effort . Public 
relations workers have demons trated what might be termed a pe.thological 
unwill incness to di. vulge the 11lw1,,-u o:." their operations; however, several 
informal surveys conducted by persons interested in the devel opment 
of a clearing-house of i nformation in the field show that the profession 
is willing to tell all about its operations provided it can be assurred 
of strict confidence with r espect to i dentity of companies and people 
involved. 
Should the Index be set up as a research unit of the School 
of Public Helations and Communications, the first requisite to 
implementation of the Index plan is the creation of a Planning Board 
to made up of public r el at ions professionals , representatives of 
management, government and other groups likely to benefit most from 
the operat ion of a clearing-house of information in the field. 
The De an and the Director of the Division of Public Rel ations 
could serve on contin~Qs t enure. 
The Planning Board's functions would be those of an advisory 
and pl anning body; among its first considerations should be the 
18 
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acquisition of sufficient venture c apital to l aunch the Index plan 3nd 
c arry its operations for a year. 
The Index could be supervis ed by an Index Director who would 
be responsible to the Director of the Division of Public Re l ations and to 
the Planning Board. The I ndex Director would not be a member of the 
Board, but ,ivould me e t with its members at pre-determine d intervals to 
r eview progress and to chart dire ctions in the evolution of the Index. 
It is currently estimated that the Public Rel ations I ndex 
would r equire a staff of 35 to service a membership of 2,000. 
The Index cannot be constructed, and then unveiled; the 
nature of the project is such that it must evolve, proving its worth 
and its f easibility - in each sta.ge of development. It is therefore 
considered unwise to attempt to launch a full-sc ale l.ndex opera tion; 
rather , it is possible to begin with a small staff and a specific set 
of obj ectives f or the f irs t year, objectives whi ch if accomplished would 
serve to point up the value of a l arger operation to public relat ions 
workers throughout the country. 
Thus, after the Planning Board had acquired suffi cient 
capital to carry the Index for a year , it would be possible to implement 
the design of the In dex in a sine l e area. This could b e accomplished 
by sel e cting t wo or three separate industrial classifica tions, such as 
Petroleum Production and Distribution, Air Tr ansportation and Investment 
Trusts and Investment Companies, and then by studying the public relations 
of a sample of firms ·within each c ategory. By concentrating in two or 
educe resJJ] t s__11J.l::l.i.ch 
I 
would be indicative of the long-range paten tial of the I ndex service 
results which would clearly demonstrate to executives in other industries 
the full range of service to them once the Index scope were expanded 
to embrace their fie lds. 
If the Index were to be organized in a manner similar to that 
suggested herein, Index f1mds could be maintained s eparate from those of 
other research efforts of the University, yet the funds v>rou.ld be controlled 
by the Dean and the Director of the Division of Public Relations. 
I 
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PUBLI CITY 
The most i mportant requisite for success of an activated Index 
plan is co r.peration on the part of public relations and business 
executives in every str atum of the econoillJr • Therefore , the Index 
mess age must be communicated vYith care and with accuracy. 
No publicit y about the Index should be released until : 
• the design is complete in every ·det ail 
• the design has been authorized by the Planning Board 
• funds for implementation have been obtained 
• the machinery for maintaining the Index has been tested 
Index publicity could perhaps be designed to take full advantage 
of the psychology of involvement : all publicity about the Index would 
have as its goal the stimulation of interest in the Index, leading to 
cooperation in the gat hering of information and to subscription to 
Index services; t hus, the benefits to be gained by cooperation and 
subscription should be pointed up or made ent irely apparent in all 
Index publicity. 
A first step in that direction could be taken by conducting a 
survey within the public relations profession which would seek an 
as sessment and pr eferentia.lization of research needs in the field . 
I '1'he survey questionnaire could be accompan i ed by a. small brochure J which would explain the nature of the Public Helations I n dex, show ---~··-
~-------;------ --
the benefits to the subscribing public relations worker by giving an 
example of the Index Unit Jl.eport Service in action. The survey would 
serve tvvo purposes: it would provide needed information, and it could 
stimul a te interest in the I ndex on the part of the public relations 
profession. And, it vrould immediatel y begin to involve the respondent 
in the cre ation of the Index. 
Vfuen the four factors listed above have been accomplis}:led 
in fact, then the hard core of public relations workers in the United 
.:lt ates, the P. H. S .A. membership, may be reached throueh the society 's 
own medium, the Public Rel ations Jour n al. A similar and simultaneous 
publicity program of announcement might be effected by the .tl..merican 
Man agement Association and by the sponsors of the annual Conference 
of Business Public Rel ations Executives. 
Pinpointed publicity for the Index may be obtained by 
arr anging for panel sessions on the Index at me e tings of the P. R. S .A. 
and of other management-public r el a tions gr oups. 
The f act that an Index of public relations information h ad 
been established should be of use to most me.gaz ines be2med to Management, 
to public r el a tions workers and to advertising personnel. 
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PROCUREitlENT OF INFORl<EATION 
Inf ormati on to be contained in the Public Rela tions Index 
may be procured in two general Tiays : by sampling within specific 
strata of a system of classification for all industries and professions, 
and by questionnaire and request from public relations units which do 
not fal l into samples but which have public relations programs of interest 
to the profession. 
Appendix I shovrs the system of classification for in ch~stries 
and prof essions in the United States; t his system or one similar to it 
may be used as a basic stratification for Index sampling . By drawinf:; 
r epresentative s amples of businesses, associa tions, public relations 
a~encies and other organized units of public r ela tions activity from 
t h e system of classification in Ap i:;endi x I, it will be possible to 
obtain informa tion about the distribution and admj_nistration of the 
public relations function in the P~eric cm economy. 
!~ initial s ampling could sh ow s t atistically to what ext ent 
the units s arnpled are or~: ani ze d for public relations efforts. A l a ter 
sub-sampling could then be designe d to create a panel of public rela tions 
units from which f uture information about programming could come . 
In the sub-sampling p r oces s , it would be necessary to continue 
sampling until a given and pre-establishe d number of coop er ating 
respondents "'li as obtained. 
23 
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For each firm or public relations unit >vithin the Index sample, 
it is possible to make up an IBM punch card which would identify all 
the objective characteristics of the unit for purposes of analysis 11 
IBM. punch cards would hold informatlon about the kind of activity in 
which the unit is engaged, its size, capitalization, number of employees, 
I 
a quantitative des cription of its organization for public relations, 
I, 
and a description of the kinds of public relations programming in 
vvhich the unit is engaged. Appendix II shows examples of the coding 
system suggested for storing of Index inf0rmation. The University 
maintains a full complement of IBM sorters, counters, calculators 
and print-tabulators, vvhich can be made available for Index use. 
From each cooperating respondent, the Index will procure sanples 
of the printed and recorded material used J!n programming. Many of 
these samples will be of odd size, and some - visual aids materials, 
charts and instrnctional materials - will be bulky; thus, they may 
be microfilmed for Index purposes. 
Steel filing cabinets may be separated into two divisions: Index 
Unit Files, m1d Index Summary Files. The former may contain information 
about individual companies, the latter may contain a classification of 
data by subject categories, ie., Economic Education, Stockholder 
11eports. 
The use of two filing systems will require a system of numerical 
I 
Index personnel to make cross-references t' 
A method for cataloguing public relations t 
===~-=~- =--=-=-=-=-===---- =- ---- ==----~ --=- - ·-r ~ 
coding ·which will enable 
-- - .-J - ------------
-- ---·-
between the two systems. 
I 
data is now being worked out1 as part of the thesis program of the 
School of Public Relations and Communications: if s atisfactory, the 
system might well be used or ad~pted for the Public Relations Index. 
The system now in development vdll be made acceptable to the American 
Library Association 3nd to the Library of Congress in order to guarantee 
a degree of standardization in the filing of public relations data. 
In the sampling processes used to obtain information for the 
Index, questionnaires should be designed to dovetail with the system 
of punchine used on the IBI'Il: cards which identify the public relations 
units sampled. The information returned by respondents may then be 
punched directly on the master cards, and tabulations may then be 
made both more cheaply and more efficiently than v;ould be possible if 
the cards were set up separately. 
~J Theodore Blank 
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INTEGRATION WITH THE GRADUATE 
SCHOOL 
As it is currently conceived,·the Public Relations Index would 
be established as a research unit of the School of Public Relations 
and Com~unications. 
As such, it would serve not only to establish the University and 
the School as the center for public relations information in the United 
States, but in addition, the materials gathered by the Index could be 
of use to students of the School. A successful integration of the 
work of the Index ·with that of the School would be both necessary cmd 
advantageous. 
One of the most important services to be performed by the Index 
would be the i nitiation of research in public relations: some of that 
research could be accomplished by graduate students in the School. And, 
further, the rese arch information compiled by the Index would be of 
value to students who wish to inte~rate their own graduate work and 
theses vdth work being done elsewhere. If the Graduate Committee and 
other officers of the School were agreed, parts of the Gradu ate Thesis 
Program, or the entire program, mj_~ht be integrated with the functions 
of the Index. 
A partial integration was attempted in January and February of 
1950. Several graduate students expressed an interest in coordinating 
their research efforts vti th the Index effort, and in several cases, 
26 
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it was possible to work out thesis programs which would be of independent 
value to the student and of intrinsic value to the Index . One such thesis 
involved the design of a system of classification for public relations 
materials. 
Graduate students express an interest in writing theses vrhich 
can be of use to them in furthering their public relations careers after 
graduation from the School. The answer to the question inherent in that 
sta tement is that theses which contribute knowledge desired by public 
relations personnel in the field Ydll produce the result desired by the 
student . One question often asked at the School of Public Helati ons and 
Communications is: 11 ir'hat kinds of ' research are most wanted by public 
relations ·workers?" The question could be answered by a survey of the 
profession designed to preferentialize the research needs of the 
field. Appendix III contains an example of the copy which might be 
used in a brochure accompanyine such a questionnaire . 
Presented with a long list of research nee ds in the field as 
stated and preferentialized by members of the profession, graduate 
students YK:J uld then h ave some measure of incentive to choose the 
research subjects contained therein . Prior to presentation of the 
list, the existence, structure and functions of the IndeE should be 
made clear to all students in the School. And, if possible, it would 
facilitate research if students were both allowed and encouraged to 
vYork jointly on rese arch for theses . Of the sev8ral research topics 
I 
suggested to the Director of the Division in ' the past year by members 
I of the P . R. S . A. , nearly all would requi re the efforts of more than 
I 
APPENDIX 
APPENDIX I: Industrial and Professional Classification 
1 !illRICULTU&"S , FORESTRY, FISH~RY & ?·liNING 
0 General Farms, Dairy Farms 
1 Cash Grain Farms, Fruit & Nut Farms 
2 Cotton 
3 Livestock & Poultry Farms 
4 Truck Farms, Crop Specialties 
5 Agricultural Service A.cti vi ties 
6 Forestry & Fishery 
7 Metal I:Iining 
8 Coal !'.lining, Anthracite, Bituminous & Soft Coal 
9 Non-metallic mining 
2 CONSTIT.UCTION & Manufacturing 
1 Construction, General Contracting 
2 Construction, Special Trades 
3 Food & Kindred Products 
4 Textile Mill Products 
5 Apparell 8c Other Finished Goods 
6 Lumber & Lumber Basic Products 
7 Furniture & Finished Lumber Products 
8 Paper & Allied Products 
9 Printing, Publishing & Allied Industries 
3 MANUF A.CTURING 
1 Chemicals & Allied Products 
2 Products of Petroleum, Coal & Natural Gas 
3 Rubber Products · 
4 Leather & Leather Products 
5 Stone, Clay & Glass Products 
6 Iron, Steel Products 
7 Transportation Equipment 
8 Non-Ferrous l.1etals Products 
9 Electrical Machinery 
4 MANUF~CTURING 
1 Machinery, (except Electrical) 
2 Automobiles & Auto Eqnipment 
3 Plastics, Misc. Mfg. Industries 
L~ Open 
5 " 6 II 
7 If 
8 II 
II 
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5 WHOJ,ESA.LE TRADE 
1 Service wholesalers 
2 Limited Function ~holesalers 
3 Manufacturing Sales Branches 
4 i4gents & Brokers 
5 Assemblers of Farm Products 
6 Chain Store Warehousers 
7 Open 
8 II 
9 II 
6 R:,.fil 'ZAit THADE 
1 Food 
2 Apparell & Accessories 
3 Fill ing Stations 
4 Automotive Group 
5 Drug Stores 
6 Restaurants 
7 
8 
9 
Ha_rdvvare 
Lwllber & Building Materials 
Liquor 
7 FINANCE, INSURANCE & REAL ESTATE 
1 Banking 
2 Investment Trusts & Investment Comuanies 
3 Security & Commodities Brokers, De~lers 
h Insurance Carriers 
5 Insurance Agents, Brokers & Service 
6 Real Estate 
7 
8 
9 
Holding Companies & Investment Holding Companies 
Finance, Not Elsewhere Classified 
Open 
8 TRANSPOR'l'A'riON, COMi'ilillHC ATION~ PUBLIC UTILITIES 
1 Railroads 
2 Street, Urban Railways 
3 Highwqy Passenger & Freight Transportation 
4 Water Transportation 
5 Air Transportation 
6 Warehous·ing & Storage 
7 ~ommunications 
$ Heat, Light & Power 
9 Water & Sanitary Services 
30 
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9 SERVICES, BUSINESS & PEPBONAL 
1 Hotels 
2 
3 
4 
5 
6 
7 
8 
9 
Personal Services 
Domestic Services 
Business Services 
Automotive Repair, 
Hand Trades 
Motion Pictures 
Garages 
Amusement, Recreation, Related Services 
Open 
. 0 PROFESSIONAL, OTHER 
1 Medical & Other Health Services 
2 Legal 
3 Engineering & Other Professional Services 
4 Educational Services 
5 Non-profit :Membership Organizations 
6 Government 
7 Public·Hel at ions Counsels 
8 
9 
Open 
Open 
,-=-----
1 
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.APPENDIX ill: Proposed Copy for Survey Brochure 
Late in the summer of 1949, a group of public 
relations executives told us: 
"The need for a centralized clearing- house of 
PR information is one of the most crucial we face . 11 
Thus, the idea of the Public l~lations Index 
was born. 
The tvdn tasks of actual design and creation 
fell to the Graduate School of Public Relations of 
Boston University. Careful, quiet surveys within 
the profession asked "If such a clearing-house were 
created for public relations information, what would 
be yo1rr conception of its ideal structure, its functions 
and its ultimate services to you?" 
The answers came back nearly in unison - "Vle want 
one central source from which we ca11. draw ansv;ers to 
speci1'ic questions about the administration of the PR 
f1mction - in any industrial or professional context." 
How should SEch an Index operate? "If we could be 
assured that our informati0n - firm names, identities 
of individuals - were to be kept confidential, we 'd 
like to contribute our materials, our case histories 
and the real story of our PR programs to one stockpile. 
Then , from objective analyses of the total body of 
information, we 1 d like reports individually tailored 
:bo serve our needs. " 
The Public Helations Index has been designed to 
fulfill these requirements - and more . 
Take the s ample case of a public r el ations counsel 
in St . Louis . His client i s a heating equipment manu-
facturer employing 1400; union - CIO. There are 73 
foremen, and both the union and the company publish 
weekly newspa.pers for the employees. Work in the plmnt 
has been reduced to an assembly-line operatimn; only 
a few - 50 to 75 - workers are skilled in the old 
"craftsman n sense of the word. 
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The St . 1 ouis counse l finds the client company 
in need of a program of e conomic education . He turns 
to the Public Relations Index for help. 
The objective ch arac t eristics of the company -
size, industrial clas ~ification, number of employees, 
etc . - are fi l tered through the Index IBM system : IBIE 
machines sort through the Index sample f or all those 
firms most like the St . Louis company . Index personnel 
then turn to the Index Unit Files for complete case 
histories of each f irm comparable to the co1msel's 
heating equipment firm in St. Louis • . 
Programs of economic educ ation in each of the 
sample companies are t hen analyzed, and a complete 
r eport i s -vrri t ten for the Index subscriber, tailored 
to the needs of his particul "l r client firm. The St . 
Louis counsel receives all available information lim 
the subject: descriptions of different kinds of programs, 
their limitations , advantages, measures of their effects, 
and how they may be implemented to the greatest 
advantage. 
The inquiring counsel had one specific question 
not 1mcol!!:r.lon in the PR field: "My client sees the 
value of economic education, but before he takes a 
step in that direction, he wants to rnov,r what other 
peopl e are doi11g . He vmn ts a pict;u.re of the trend. " 
The Index answers the question from i ts Summ~J 
Files - compiled from representative sa~ples drrovn 
within each industry and profession, stratified by 
public relations subjects. 
To fully round out the econo~uc education picture, 
the St. Louis counsel also r e ceives an Index Summary 
Report on Economic Educ ation . .Utogether, he gets not 
only a report fi tt..ed to his specific needs, but als o 
a comprehensive view of economi c education on a nation-
vi/ide scale - one that allows him to select and adapt 
those features he likes best . 
Index functions do no t end vvi th the mailing of 
reports to the St. Louis member . Let 1 s assume the 
Index ana.lysis showed a certain gap in our information 
about economic educ e.tion - for example , that PR 
executives had not yet worked out a relia.ble '"before 
and after" measure of the effects of one kind of 
program vs. another , The need would be i:rn.me di <.~. tely 
corrununicnted to research groups with which the Index 
1-
i 
\ 
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keeps in constant touch. 
This has been a partial picture cf 'I'he Index 
in ope ration in the nea.r future . Could questions 
such as these be answere d co:r1pletel y today? The answer 
j _s 11No. 11 
It wil l take time. The t ime it t akes will be 
directly proportion al to the co operation e iven the 
Index by public relat i ons executives in every t ype and 
si ze PR operation in the United States . 
Current es ti.mates are that the Index will r equ ire -:· 
at least tvm years to re ach full operating capacity. 
So f ar, its design has been compl e ted, and the files 
are slowly building . The r emainder is in the hands of 
people like you. 
Complete descriptive n arratives of the design 
for the Index are available. They may be obtained by 
YiTiting : 
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APPENDIX II: Co dint; for IBM Punch Cards 
(Note: IBM punch cards contain 80 columns . It is 
possible to i dentify a company for Index purposes 
by usint; about half the card - L~O columns . The 
remainder of the card could be used to describe 
how the public rela tions unit is organized for 
administration qf the public r Plations function . 
Another card with an identifying number could 
then be used to store information about how the 
unit actually programs its public r el ations --
informat~on which would co:r1e to the Index in the 
form of completed questionnaires .) 
Cols: 
1-3 Industrial & Professional Class 
4 Capitalization 
5 Hnnber of Employees 
6 Number of Stockholders 
7 Annual Sales Vollwe 
8 Dealers or Sales Branches 
9 Direct Customers 
10 Suppliers 
11 Ivjanufacturing Branches 
12 Advertising Budget 
13 Number of Foremen 
14 Number of Supe1·visory Per sonnel 
15 Size of Sales Staff 
16 Size of Plant Community 
17 Regional Location (by u.s. Census Reeions) 
18 Size of Public Relations Staff 
20 
21 
22 
23 
24 
25 
26 
Salary of Public .d.ela.tions Director 
Publics for which actively prograrrnning 
II II II II II 
Per Cent of Employees Holding Stock in Company 
Background of Public Relations Director 
Use of Survey Hese arch 
Jt:edia Frequencies 
